This paper analyzes the impact of long-term orientation and perceived consumer effectiveness on environmentally/ecologically conscious consumer behavior in the context of Turkey. Turkey is a collectivist, high-context culture of significant geo-political importance with unique socio-cultural traits. The population is young and natural resources are rich. In Turkey, environmental consciousness is a relatively less internalized concept to which people are just recently beginning to adjust. All of this makes Turkey an interesting market to study the environmentally conscious consumer behavior (ECCB) construct. Looking at the impact of long-term orientation on ECCB is also one of the important contributions of this paper since environmental consciousness requires a long-term view of the world around us. Building upon the adaptation and extension of past research in the area, data are collected from 97 respondents, 80 per cent of whom are undergraduate college students, and analyzed through commonly used statistical methods. The measures used are similar to those used in previous studies. Environmentally conscious consumer behavior measure is adapted from Roberts (1996b) and McCarty and Shrum (1994) . Roberts' (1996b) perceived consumer effectiveness measure is used in the study. Long-term orientation scale is adapted from Bearden, Money and Nevins (2006).
Introduction
For the last few decades, concepts of environmentalism and environmental concern have been on the rise. (Chan and Lau, 2000; Han, Hsu, and Lee, 2009) . Customers have become more environmentally conscious and many consumers put forth a significant effort to buy eco-friendly products and services from eco-friendly firms (Roberts, 1996; Kalafatis, Pollard, East, and Tsogas, 1999) . Many researchers have looked at numerous drivers of environmentally conscious consumer behavior (ECCB) in an attempt to understand the psychological, economic, cultural, and other influencers of the phenomenon (Roberts, 1996; Ger, 1999; Sarigollu, 2009) . In a similar effort, this study aims to shed light onto the effects of long-term orientation and perceived customer effectiveness together and independently on environmentally conscious consumer behavior in Turkey, an emerging and culturally interesting market. Turkey is a collectivist, high-context culture of significant geo-political importance with unique socio-cultural traits where environmental consciousness is a relatively less internalized concept to which people are just recently beginning to adjust.
Background Literature

Environmentally Conscious Consumer Behavior (ECCB)
Environmentally conscious consumer behavior has been a popular topic for research in the marketing academia. Various aspects of sensitivity to environmental protection have been studied in the literature. The 1990s, for example, were named the "decade of the environment" (Drumwright, 1994) , as social and environmental concerns had grown to be perceived as more important. Today, environmental concerns have become more vivid and awareness has increased. Kotler (2003) predicted that "societal marketing concept" would be one of the key elements of firms' marketing strategies, and this prediction has proven to be correct. Even though environmental concerns have increased over the past twenty years, environmentally friendly brands have received significantly low levels of market share (Kalafatis et al., 1999) . Kalafatis et al. (1999) states and cites two explanations for this discrepancy. First explanation is that economic considerations are more important than environmental concerns when it comes to purchase behavior, and the second is the multifaceted nature of environmental concern influencing some behaviors and not others.
The concept of "environmentally conscious consumer" has been defined in the literature in a variety of ways. This study adheres to the Roberts (1996) definition that states that a consumer is to be considered environmentally conscious if they purchase goods and services which they believe to have a positive or a less negative impact on the environment. Meffert and Kirchgeorg (1993) suggest that environmentally conscious consumer behavior might occur in a number of ways. They list five types of environmentally conscious consumer behavior: Reducing the consumption of traditional goods, adjusting demand -purchasing eco-friendly products instead of traditional ones, consuming environmentally efficient goods, participation in recycling and separate waste collection, and taking part in environmentally conscious complaints or protests.
Perceived Consumer Effectiveness (PCE)
Many studies have analyzed the premise that consumers' attitudes and responses to environmental concerns are directly related to their belief that they can make a positive difference in the results of those concerns. This belief is termed as perceived consumer effectiveness (PCE). PCE has consistently been found positively correlated to ECCB (Aaker and Bagozzi, 1982; Roberts and Bacon, 1997) . Cleveland, Kalamas, and Laroche (2005) found that even if consumers are concerned about the environment, they may not act on this concern without a sense of empowerment. This finding was stated as a third possible explanation of why environmental concerns may not translate into behavior, in addition to the two explanations that Kalafatis et al. (1999) has suggested. Compared to other personality factors such as optimism and safety, personal control has been proven to be the strongest predictor of green behavior (Allen and Ferrand, 1999) . As a result of these arguments, this research proposes that perceived consumer effectiveness has a positive significant impact on ECCB.
Long-Term Orientation (LTO)
Culture as one of the important influencers of environmentally conscious consumer behavior has also found its place in the literature (Ger, 1999; Joreiman, Van Lange, and Van Vugt, 2004; Sarigollu, 2009 ). Ger's (1999) qualitative study with consumers from different social classes in Turkey revealed that Turkish people assign a reduced importance to the protection of the environment. Even though most consumers are knowledgeable about environmental issues, they are most of the time not sensitive to the environmental effect of their actions (Ger, 1999) . In emerging economies in general, some researchers have found limited sensitivity to environmental issues as a consequence of poor knowledge, high-costs, and skepticism associated with ecologically friendly products. Even when awareness existed, environmental sensitivity was limited (Carrete et al., 2012) . Carrete et al. (2012) also found that Mexican consumers did not engage in much green behavior and when they did, the key motivator was family well being rather than environmental sensitivity. Hofstede (1980) states that long-term orientation refers to the prospects perceived by an individual that a society will be in a position to overcome its problems over time. Bearden, Money, and Nevins (2006) define long-term orientation as "the cultural value of viewing time holistically, valueing both past and the future rather than deeming actions important only in their effects in the here and now or the short term". In a study in Sri Lanka, Samarasinghe (2012) found that both collectivism and long-term orientation were good predictors for environmental attitude formation. In addition, significant differences were found between collectivist versus individualistic, past-oriented versus future-oriented cultures in terms of environmental attitudes. Sarigollu (2009) also found that long-term oriented people are more likely to develop values and attitudes pertaining to the protection of the natural environment. Based on the discussion above, we propose that long-term orientation has a positive significant impact on ECCB.
Method
Data for this study are collected through a self-administered online survey purposively sent mainly to undergraduate students at a university Istanbul. Most of the students filled out the survey in return for extra credit for their classes. Building upon the adaptation and extension of past research in the area, data are collected from 97 respondents, 78 per cent of whom are undergraduate college students. Non-student data are collected for basic comparison purposes. The measures used are similar to those used in previous studies. Environmentally conscious consumer behavior and perceived consumer effectiveness measures are adapted from Roberts (1996b) and McCarty and Shrum (1994 
Results
Data are analyzed through descriptive statistics, Pearson's correlations, multiple regression analysis, and independent t-tests for mean comparisons. Scale reliability was assessed for all measures used in the study before the analysis. ECCB, PCE, and LTO variables are constructed by taking the average of scale items per respondent for each scale.
Reliability analysis was carried out for the measures used in the study. The ECCB and LTO measures have Cronbach's alpha values of .889 and .735, respectively, well above the acceptable threshold level of .60 (Nunnally, 1970) . PCE measure, however, had a below the threshold Cronbach's alpha value, which improved after deleting the second item in this measure "When I buy products, I try to consider how my use of them will affect the environment and other consumers". There existed no conceptual problem with the removal of this item from the measure. The improved reliability statistic is .613. Descriptive statistics and Pearson's correlations for the constructs can be found in Table 2 . In terms of ECCB, a mean of 3.27 shows that participants are somewhat in the middle. This means that they are neither reluctant nor keen on engaging in environmentally conscious consumer behavior. This result is inline with previous studies in similar markets. PCE construct has a mean of 3.55, which suggests that participants have some level of belief that they can be effective and make a difference with their environmentally conscious behavior. LTO has a mean of 3.87, which suggests a relatively high level of long-term orientation, which can be expected from a collectivist culture like Turkey.
Correlation results are interesting. As can be seen in Table 2 , the only significant correlation exists between ECCB and LTO. The ECCB-LTO correlation is not surprising. However, ECCB and PCE do not have a significant correlation, even though a significant correlation would have been theoretically expected between these constructs. Data are analyzed further using multiple regression analysis. www Vol. 5, No. 5; 2013 When multiple regression analysis results are reviewed (see Table 3 ), it can be seen that the model has significant exploratory power. LTO has a significant positive impact on ECCB, whereas PCE impact on ECCB is insignificant. This finding is consistent with findings from correlation analysis.
In addition to the main findings, data are analyzed for gender comparisons and comparisons between the student and professional participants of the study. Independent t-tests are run, and no significant difference is found for either categorization. When descriptive statistics are compared for women and men in the sample, the most visible difference is for ECCB. Women had a higher ECCB mean score of 3.40 compared to the men's score of 3.11. When student and professional groups are compared in terms of descriptive statistics, the biggest difference is in PCE. The professional group has a perceived consumer effectiveness mean score of 3.83. PCE mean score for the student group is 3.48.
Discussion and Concluding Remarks
This research started out to extend and expand previous literature on environmentally conscious consumer behavior and its determinants, focusing on Turkey, an emerging market with collectivist culture between the East and the West. The study has brought about some interesting findings that managers should take into account. According to the findings, long-term orientation has a positive significant impact on environmentally conscious consumer behavior. This is not only inline with our proposition based on theory, but also makes sense since the outcomes of environmentally protective and sensitive behavior can mostly be observed in the long-term rather than the time period the behavior takes place.
Perceived customer effectiveness, however, does not a have significant impact on ECCB. This contradicts our proposition and expectations. This contradiction may be due to a number of reasons. First, participants of the study who have or about the have at least university degrees may have a general sense of power that makes them believe that their actions are effective, period, in any area. Consequently, this belief may not necessarily result in a causal relationship between PCE and ECCB per se. Second, this finding may be as a result of participants' belief that ECCB should or should not take place irrespective of perceived effectiveness.
Gender comparisons have not shown any significant differences between men and women with respect to ECCB. However, women's ECCB mean score is slightly higher than that of men's, which can be attributed to women's more nurturing and sensitive approach to phenomena around them in general. Likewise, no significant differences are found between the student and professional groups. Professionals' PCE mean score is higher than that of students', which can be due to the fact that they are more established and have a higher sense of power and influence.
There are a few limitations to this study besides its contributions. Even though the sample is a purposive sample meeting the minimum sample size requirements for the analysis methods used, sample characteristics are somewhat uniform. A more heterogeneous sample would allow for a better comparison among different categorical groups. First and Last Name:
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